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Abstract 
The current research is based on the analysis of the factors that influence the buying decision, as they are described by 
Dubois & Jolibert, 1994, Boier, 1994, applied on the mobile telecommunications operators’ clients. These factors can be 
grouped in several categories such as: economic factors, social factors, cultural factors, psychological factors. The 
questionnaire based survey was made during March- April 2013 on a sample of 165 mobile telecommunications clients, 
with an error of 5%. Statistical methods used to interpret the gathered data were: descriptive statistics, t test, factor analysis. 
Hypotheses were created based on the results of the study, while the software used to obtain the results was SPSS, version 
16.0 for Windows XP. This analysis comes up with solutions for further strategic planning of the operators based on the 
decision process of their consumers and the main elements that influence it.    
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1. Introduction 
Mobile telecommunications customers are influenced in their decision of buying by a series of factors, 
grouped in several categories (Dubois & Jolibert, 1994, Boier, 1994): psychological factors, cultural factors, 
economic factors and social factors. At their turn, companies make use of a part of these factors to establish 
principals of segmentation (Van Laethem, Lebon, Durand-Megret, 2007): demographic, geographic, economic 
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and social criteria; psychological attitudes towards the product: values, consumption style; behavior towards the 
product: usage, sensibility to price and fidelity towards the brand; purchase or consumption situation: average 
shopping basket, frequency; personality and lifestyle. Besides these factors, consumers appeal to other sources 
of information, such as personal sources of information, also called word-of-moth (Bone 1995). Word of mouth 
(WOM) and, more recently, electronic word of mouth (eWOM) are notions that take advantage of the social 
media spread. If we take into consideration the telecommunications field, word of moth concept is “especially 
important in the case of services, because they imply a greater perceived risk than do goods” (Schuman et al., 
2010).  
The mobile telecommunications companies relied on these criteria and developed offers for a better 
satisfaction of the customer needs. There can be three levels of customer loyalty development (Van Laethem, 
Lebon, Durand-Megret, 2007) that:  
• answer to the vital needs - the offer has to be in accordance with the promise and the expected value by the 
customer, such as basic subscription;  
• answer to the needs of comfort, through the contribution of additional services and customization, by 
offering associated services (vocal message) or privileges (member card, club member etc.);  
• answer to the needs of recognition, by the creation of personalized subscription.    
The current study has several objectives based on literature review: 
• The mobile telecommunications operator that the customers feel more attached to; 
• The average amount spent on mobile telecommunications services; 
• The factors that influence the choice of mobile telecommunications operator; 
• The factors taken into consideration when taken the buying decision; 
• The levels of customer loyalty development in mobile telecommunications services. 
2. Methodology 
The research regarding consumers’ decision making process towards mobile telecommunications operators 
was made during April – May 2013. The research method was the survey based on a questionnaire, while the 
data was analyzed with SPSS software, version 16.0 for Windows. 
The questionnaire was filled in by 165 mobile telephones owners. The sample was calculated with the help 
of the probabilistic method (1): 
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where:  
• n represents the number of respondents, in our case, 165 mobile telephony customers;  
• t (1,65) consists in the coefficient associated to the probability of the research results guarantee, representing 
a percentage of 95%; 
• p (0.5) represents the weight in the sample of the components with the research characteristic;  
• ܭ (5%) is the accepted error. 
The hypotheses were created according to the results of this study. The five hypotheses that were tested are: 
Hypothesis no 1. The mobile telephony operator that the consumers feel most attached to is Cosmote. 
Hypothesis no 2. The average monthly expense with mobile telecommunications services is around 10 
Euros. 
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Hypotheses no 3. The main elements taken into consideration when choosing the operator were: 
subscription/ pre-pay price, current personal incomes, future incomes evolution, buying a new mobile 
telephone/ smartphone, compatibility of the telephone with other products (laptop, ipad etc.). 
 Hypothesis no 4. In taking the buying decision, consumers were mainly influenced by: operator’s identity, 
brand of the mobile telephone that the customer wanted to buy, history of the relationships with the operator, 
customer care relationship and quality of the services offered. 
Hypotheses no 5. In choosing the operator, the customers where mainly interested in basic subscription. 
3. Results and discussions 
Statistical functions were used in order to test the hypotheses, such as: descriptive statistics, t test, factor 
analysis. 
Hypothesis no 1. The mobile telephony operator that the consumers feel most attached to is Cosmote. 
 
Table 1. Attachment to the operator 
The operator I fell most attached to is: 
Frequency Percent Valid Percent Cumulative Percent
Valid Orange 22 13.3 13.3 13.3 
Cosmote 134 81.2 81.2 94.5 
Vodafone 9 5.5 5.5 100.0 
Total 165 100.0 100.0 
As we can see from the table 1, a percentage of 81.2% of the respondents feel more attached to Cosmote 
mobile telecommunications operator than any other company. Cosmote is followed by Orange (13.3%) and 
Vodafone (5.5%).  This can be explained by the attachment of the Cosmote Company to youngsters that are 
more likely to use new technology. We assume that an important element for this attraction is the fact that the 
company uses new ways of promotion, one of them being word of mouth (WOM) technique. According to 
East, Hammond, Wright (2007) the definition of WOM is an “informal advice or communication about 
products, services, and firms that can be spread from one consumer to another in person or via a 
communication medium”. The offer of unlimited minutes within the network represents a good reason for 
people to communicate by WOM. 
Hypothesis no 1 is totally verified. The mobile telephony operator that the customers feel most attached to is 
Cosmote. 
Hypothesis no 2. The average monthly expense with mobile telecommunications services is around 10 
Euros. 
Table 2. T test 
One-Sample Test 
Test Value = 0                                        
t df 
Sig. (2-
tailed) 
Mean 
Difference 
95% Confidence Interval of the 
Difference 
Lower Upper 
The average expenses with mobile telephony 
services is: 17.520 164 .000 44.067 39.10 49.03 
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The results of the t test statistical function show an average amount of 44.067 lei (around 10 Euros) for the 
monthly expenses with mobile telephony services. This amount that may not seem very high is due to the offer 
proposed by the mobile telecommunications companies. This offer is very complex in terms of features 
included (voice calls, SMS, MMS, Internet) because of the very competitive market. On the mobile 
telecommunications market there are 4 operators (Orange, Vodafone, Cosmote and RDS-RCS), all of them 
having the 3G license.  
Hypothesis no 2 is totally verified. The average monthly expense with mobile telecommunications services 
is around 10 Euros. 
Hypotheses no 3. The main elements taken into consideration when choosing this operator were: 
subscription/ pre-pay price, current personal incomes, future incomes evolution, buying a new mobile 
telephone/ smartphone, compatibility of the telephone with other products (laptop, ipad etc.). 
For validating/ invalidating this hypothesis, factor analysis was used. KMO measurement (Table 3) 
represents the proportion in which the final factors measure the concept and form a coherent assembly. In order 
to accept the results its value has to be greater than 0.3. In our case, KMO measure is 0.626 that concludes us to 
accept the results.  
Table 3. KMO and Bartlett's Test 
KMO and Bartlett's Test 
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .626 
Bartlett's Test of Sphericity Approx. Chi-Square 43.171
df 3.000 
Sig. .000 
The percentage that allows us to explain the variance is 54.081%. (Table 4) 
Table 4. Total Variance Explained 
Total Variance Explained 
Component
Initial Eigenvalues Extraction Sums of Squared Loadings
Total % of Variance Cumulative % Total % of Variance Cumulative %
1 1.622 54.081 54.081 1.622 54.081 54.081 
2 .735 24.495 78.576 
3 .643 21.424 100.000 
Extraction Method: Principal Component Analysis.
According to the factor analysis, the retained elements that influenced the choice of the mobile 
telecommunications operator are: price of subscription/ pre-pay card, current personal incomes and future 
personal incomes. (Table 5) We can see that mobile telecommunications customers pay an important attention 
to the price and their incomes. So, money is the main element for their choice. As we could see from the results 
of the hypotheses 1 and 2, customers look for a complex offer at the lowest price. 
Table 5. Retained elements 
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Component Matrixa 
Component
1 
Price of subscription/pre-pay card was taken into consideration when choosing the operator .703 
Current personal incomes were taken into consideration when choosing the operator .737 
Future personal incomes were taken into consideration when choosing the operator .766 
Extraction Method: Principal Component Analysis. 
a. 1 components extracted. 
Hypotheses no 3 is partially verified. The main elements taken into consideration when choosing this 
operator were: subscription/ pre-pay price, current personal incomes and future incomes evolution. The model 
of a new mobile telephone/ smartphone or compatibility of the telephone with other products (laptop, ipad etc.) 
is not so significant in choosing an operator, eventhough mobile telecommunications companies try to create 
traffic into the store by revealing very attractive prices for some mobile telephones or smartphones. 
Hypothesis no 4. In taking the buying decision, consumers were mainly influenced by: operator’s identity, 
brand of the mobile telephone that the customer wanted to buy, history of the relationships with the operator, 
customer care relationship and quality of the services offered. 
For the analysis of the hypothesis no 4 we make use of the factor analysis. The measure of KMO is 0.645, a 
value that allows us to accept the results. (Table 6) If we take a look at the table 7, we can see that the variance 
can be explained in a percentage of 64.109%. The retained elements (Table 8) are: operator’s identity, history 
of the relationship with the operator and customer care relationship.  
Table 6. An example of a table 
KMO and Bartlett's Test 
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .645 
Bartlett's Test of Sphericity Approx. Chi-Square 103.846
df 3.000 
Sig. .000 
Table 7. Total Variance Explained 
Total Variance Explained 
Component
Initial Eigenvalues Extraction Sums of Squared Loadings
Total % of Variance Cumulative % Total % of Variance Cumulative %
1 1.923 64.109 64.109 1.923 64.109 64.109 
2 .664 22.132 86.241 
3 .413 13.759 100.000 
Extraction Method: Principal Component Analysis.
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Table 8. Component Matrix 
Component Matrixa 
Component
1 
Operator’s identity was taken into consideration in the decision process .825 
History of the relationship with the operator was taken into consideration in the decision process .851 
Customer care relationship was taken into consideration in the decision process .720 
Extraction Method: Principal Component Analysis. 
a. 1 components extracted. 
Hypothesis no 4 is partially verified. In taking the buying decision, consumers were mainly influenced by: 
operator’s identity, history of the relationships with the operator and customer care relationship. As we can see 
from the results of this hypothesis, customers orient their choices towards mobile telecommunications 
companies with whom they had a previous contact. 
Hypotheses no 5. In choosing the operator, the customers where mainly interested in basic subscription. 
 
Table 9. Choice of the mobile telecommunications offer 
In choosing the operator, I was interested in: 
Frequency Percent Valid Percent Cumulative Percent
Valid Basic subscription 85 51.5 51.5 51.5 
Associated services (vocal message, credit consumption etc.) 50 30.3 30.3 81.8 
Privileges (member card, club member etc.) 11 6.7 6.7 88.5 
Personalized subscription 19 11.5 11.5 100.0 
Total 165 100.0 100.0 
In choosing the level of the mobile telecommunications services, most of the customers want basic 
subscriptions (51.5%), followed by those who want associated services such as: vocal message, credit 
consumption etc. (30.3%), personalized subscription (11.5%) and privileges, such as: member card, club 
member etc. (6.7%). (Table 9) More and more frequent, the operator has to come with additional services and 
personalize the offer. We can underline the fact that in this sector mass marketing moves slowly towards 
marketing one to one, focused on the needs of each consumer.  
Hypotheses no 5 is totally verified. In choosing the operator the customers where mainly interested in basic 
subscription. 
4. Conclusions 
According to the analysis focused on consumption decision making process towards mobile 
telecommunications operators, the mobile telephony operator that the customers feel most attached to, is 
Cosmote and the average monthly expense with mobile telecommunications services is around 10 Euros. 
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Also, the main elements taken into consideration when choosing this operator are: subscription/ pre-pay 
price, current personal incomes and future incomes evolution. Buying a new mobile telephone/ smartphone or 
compatibility of the telephone with other products (laptop, ipad etc.) is not so significant in choosing an 
operator, eventhough mobile telecommunications companies try to create traffic into the store by revealing very 
attractive prices for some telephones. 
Moreover, in taking the buying decision, consumers are mainly influenced by: operator’s identity, history of 
the relationships with the operator and customer care relationship. Customers orient their choices towards 
mobile telecommunications companies with whom they had a previous contact. When choosing the operator, 
the customers where mainly interested in basic subscription. 
In terms of strategies, mobile telecommunications companies will have to develop a close relationship with 
their customers and create an attractive offer by adding associated services. Advertising is very important and 
the easiest way to do this is by word of mouth, taking advantage of the unlimited minutes within the network 
that most of the companies began to offer to their customers. 
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